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MAKE YOUR BRANCH “TRUE BLUE 


AND 100% 


QUOTA WIDE” 


Now is the time for Royal branches to 
show their true colors! 

You already have Sales Manager Clos- 
son’s general letter under date of March 
30th, which outlines clearly and forcibly 
plans for future identification of each 
branch, by means of the different colored 
banners which will be by the display in 
their office of either a blue banner for an 
office which has earned the reputation as 
a 100 per cent, quota branch, a red one 
for the 75 per cent, quota branch and a 
yellow one for a 50 per cent, quota 
branch. 

This means that the Sales Manager does 
not want to rate any manager or any office, 
but instead places them on their ability 
to rate themselves. We are going to rate 
all branches as 1 00 per cent, offices from 
the start and have sent^ each^one a blue 
1 00 per cent, banner. This means that all 
branches are “innocent until proved 
guilty”—guilty of being less than a blue 
banner office. 

Those who have 100 per cent, quota 
men know that they are entitled to this 
banner and will be very apt to hold it on 
the terms of the contest which are very 
simple, namely: If you make 100 per 
cent, of your quota in April you keep it. 
If you make 100 per cent, in May you 
keep it, and if you make 1 00 per cent, in 
June you keep it. If you are unfortunate 
enough to lose it for a month, but your 
general average for the three months 
makes up for this, then at the end of three 
months you can claim to be a 100 per 
cent, office and retain the 100 per cent, 
banner permanently. 

At the end of April, in the event that 
you do not make 1 00 per cent, of your 
quota, you will be asked to return this 
banner and take the one to which you are 
entitled, namely: the 75 per cent, or 50 
per cent, banner. At the end of three 
months, you will have permanently be¬ 
stowed upon your office a blue banner if 
you win it or a red one if you cannot do 
better or a yellow if that is the best you 
can do. 

It is needless to say that branch mana¬ 
gers who have indicated by their efforts 
that they are a blue banner office, will 
be mighty proud to display this 1 00 per 
cent, quota insignia, and that even color 
blindness will not satisfy them with a red 
or yellow one. 

To Determine Credit Where Credit 
Is Due 

We feel confident that we are largely 
a blue banner selling organization, but we 
have the blue banner fellows all mixed up 


THEY’RE 

OFF!! 


Ye Editor Hears Rumors 


Ye Editor is always hearing rumors. 
Sometimes they do not amount to any¬ 
thing and sometimes they prove substan¬ 
tial. For instance: Two months ago he 
heard a rumor by radio that Ayres of 
Portland, Maine, was going to take the 
cup away from Brainerd of Hartford. It 
happened! Then he heard a rumor that 
Brainerd was going to take it away from 
Ayres and clinch it for good. This also 
happened. Now he has heard some rumors 
which have made him envious that he is 
not a branch manager instead of a hard¬ 
working editor. It all concerns the con¬ 
test which may follow after the offices 
have identified themselves by the banners 
they are entitled to keep. 


He has heard a rumor that someone 
who may distinguish himself as a leader 
may receive recognition by a six-cylinder 
motor car. From another source he has 
heard that this recognition may take the 
form of a diamond or perhaps a trip to 
Europe, and from another source a big 
promotion or a handsome watch. Again 
a thousand dollars was the rumor. 

Also a mysterious stranger, the per¬ 
sonification of gloom, approached him 
one day and told Ye Editor that he had 
heard that someone or ones might be 
recognized by a course in how to sell 
typewriters or how to keep a flivver from 
back-firing. 


with the red and yellow ones, and this is 
a contest to shuffle them up to place credit 
where credit is due. 

Future Contests 

After the period has been run to de¬ 
termine the true color of each office, there 
will probably be some blue banner con¬ 
tests that will be well worth while. There 
will also be a red banner contest which 
will probably not be nearly worth so 
much, and last but not least, there may 
be some yellow banner contests which will 
be more to get away from the bottom than 
to reach the top. 


BRAINERD WINS CUP IN EASTERN 
DIVISION 


H. F. Brainerd has won his third leg on 
the President’s cup, which places it per¬ 
manently in his possession. 

Mr. Brainerd deserves all praise for 
Tils determination to win this cup, and 
he can feel that he has taken it away from 
a “foeman worthy his steel,” as Ayres, of 
Portland, put up a good fight to the last. 


WESTERN DIVISION CUP STILL TO 
BE WON 


With the cup won by Ferris, of Akron, 
in the Central Division in February, and 
another one by Brainerd, of Hartford, in 
the Eastern Division for March, it leaves 
one cup still to be won by some Manager 
in the Western Division. 


HINCK WINS FIRST LEG 


J. H. Hinck, of Jacksonville, wins first 
leg on the President’s cup in the Western 
Division for March, taking it away from 
Mills, who held it during the month of 
February. This leaves the following 
score in the Western Division: 

WESTERN DIVISION 

March, 1922 

J. H. Hinck, Jacksonville Branch, 1st Leg 
February, 1922 

C. V. Mills, Des Moines Branch, 2nd Leg 
January, 1922 

C. V. Mills, Des Moines Branch, 1st Leg 
December, 1921 

C. E. F. Russ, Portland, Ore., Branch, 
I st Leg 

November, 1921 

G. L. Smith, Los Angeles Branch, 1st Leg 


STANDING OF DIVISIONS 


In the standing of Divisions for the 
month of March, the Western Division 
with W. C. Lavat at the helm, again 

























































































leads, with Hinck, of Jacksonville, in the 
first place. 

The Eastern Division is second with 
Brainerd in first place and the Central 
Division third with Wellman, of Louis¬ 
ville, Ky., in first place. 


BOY, PAGE SAN FRANCISCO! 

In the March issue of the Royal 
Standard,’’ we showed returns on the San 
Francisco-Los Angeles contest, in which 
San Francisco came out the leader for 
January. We added a line: Boy, page 
Los Angeles!” following a statement by 
Mr. Larsen that Los Angeles would have 
to pass them in February or excuse their 
dust.” 

Results show that San Francisco won 
again in February, but Los Angeles took 
the lead in March, which, over the three 
months, gives them a lead by four ma¬ 
chines. 

Below is an extract from a telegram 
which Sales Manager Closson received 
from George L. Smith, which breathes 
success coupled with humor: 

”H. J. CLOSSON, 

“General Sales Manager Royal Type¬ 
writing Co., Inc., 364 Broadway, New 
York, N. Y.: 

“Last month we were advised that boy 
was paging Los Angeles. Apparently 
boy found Los Angeles. We suggest boy 
page San Francisco. We doubt if San 
Francisco can be found. 

“G. L. SMITH.” 

If the same boy is used, we advise G. L. 
Smith to keep his foot on the accelerator. 
—Editor. 


ROYAL SCHOOL AWARDS 


The standing of our branches based on 
the number of awards issued during the 
months of January, February and March 
is as follows: 


1— Boston 27— 

2— Cleveland 28— 

3— Pittsburgh 29- 

4— Dayton 

5-Detroit 

6— Portland, Ore. 

7— Washington 

8— Des Moines 

9— Harrisburg 

10-New York 

I I—Hartford 
1 2—Allentown 
1 3—St. Louis 
1 4—Omaha 

Portland, Me. 

1 5-Peoria 

1 6—Toledo 
I 7—Providence 
1 8—Kansas City 

1 9—Minneapolis 

Bangor 
20—Oakland 

2 I—Davenport 

22 -San Francisco 

23 -Springfield, Mass. 

24—Worcester 39- 

25-Baltimore 

26—Fresno 


30— 1 

31— ! 


32 - 

33- 


3 7—1 
38 - 


•Indianapolis 
■Milwaukee 
-Duluth 
Grand Rapids 
New Orleans 
Youngstown 
-Springfield, 111. 
Rockford 
Bridgeport 
-Newark 
-Reading 
Richmond 
Jacksonville 
Charleston 
-St. Paul 
-Chicago 
-Albany 
Dallas 
Evansville 
Denver 
Waterbury 
-South Bend 
Johnstown 
Los Angeles 
Seattle 
-Scranton 
New Haven 


SELL SATISFACTION WITH 
SUPPLIES 


Give the Right Goods and the Service. 

February Standing of the Offices 

Satisfaction must be a part of every 
supply sale if business is to grow as it 
should. In order to “sell satisfaction” 
with the goods, you must know your 
customers’ requirements. Card index 
those using special inkings in ribbons or 
goods other than standard, so that errors 
will not be made when filling orders, 
Watch stock. Sell old goods first. Keep 



Getting Big Business 
out on time —contented 

Anything that expedites the administration of business 
is a source of profit. So, also, is all that makes for con¬ 
tentment in an organization. 

The new Light-Running Quiet-Running Royal speeds 
up the stenographer’s work by lightening it. Its super¬ 
elastic touch is a marvel of lightness to her and its clean, 
accurate typing the source of much satisfaction. It 
doesn’t have to be “driven”. Rather, the keys seem to 
fly and carry the fingers ale -ig with them. Contentment! 

This Quiet Royal materially reduces the noise and 
clatter of typing. It greatly facilitates concentration. 
Disturbance and distraction are real dollars and cents 
liabilities in an office. Everything that is conducive to 
clear thinking and concentration is a real dollars and 
cents asset, and the Quiet Royal is exactly this. 

The Light-Running Quiet-Running Royal is already getting the 
stenographic forces of Big Business, and businesses that are going 
to be big, out on time—contented. It speeds up typing and tones 
it down! It is the answer of a great inventor to a need long felt 
by aggressive executives and office managers. 

Our fifty-six page book, ‘‘The Evolution of the Typewriter”, 
beautifully illustrated in color, will be mailed free on request. 

Address department H. 

ROYAL TYPEWRITER COMPANY, INC. 

364-366 Broadway, New York 
Branches and Agencies the World Oyer 




LIGHT'RUNNING 

QUIET-RUNNING 




The advertisement above to appear in the following magazines: 


Schedule 

Issue 

.-Appearance 

Date 

Saturday Evening Post 

- April 15 

April 1 3 

Outlook 

- May 3 

May 1 

Literary Digest - 

- April 29 

April 28 

Hearsts 

- May issue 

April 20 

Nations Business 

- May issue 

April 25 


in mind a rapid turn-over in all merchan¬ 
dise, particularly ribbons. Fresh stock 
and “Johnny-on-the-spot” service, with a 
real interest in supply sales, will do the 
trick. If Royal machine users have 
slipped away from you, so far as ribbon 
business is concerned, learn the >-eason 
and win them back. 

For February, basing figures on the 
greatest percentage of increase in ribbon 
and coupon book business over the aver¬ 
age month of 1921, Los Angeles again 
leads the list of District Branches. Dallas 
stands second; Detroit moved up from 
1 2th to third place; Kansas City from 8th 
to 4th and Atlanta from 10th to 5th. 
Others improving their positions were: 
Cleveland, Philadelphia, Chicago, New 
York and Minneapolis. 

Among the Branch offices Bangor won 
first place in February. Indianapolis 
went up from 13th place to second; 
Harrisburg from 19th to 3rd; Denver 
from 9th to 4th; Providence gained one 
position; Richmond jumped from 24th 
to 7 th; and Akron from 25 th to 8th. 
Other Branches showing gains in position 
were: Rochester, Scranton, Memphis, 
Columbus, Seattle, St. Paul, Birmingham, 
South Bend, Portland, Ore., New Haven, 
Houston, Davenport, Reading, Oakland, 
Charleston, Erie, Peoria, Rockford, San 
Antonio and Allentown. 

The offices reaching or exceeding their 
February quota for ribbons and coupon 
books were: 


Akron 

Bangor 

Buffalo 

Davenport 

Detroit 

Harrisburg 

Indianapolis 


Kansas City 

Minneapolis 

Reading 

Richmond 

Rochester 

Scranton 

South Bend 


The following table shows the com¬ 
plete February standing of the District 
Branches (sales of branches included) 
based on the largest percentage of in¬ 
crease over the average monthly business 

of 1921: 


Total Ribbon Sales 

1— Los Angeles 

2— Dallas 

3— Detroit 

4— Kansas City 

5— Atlanta 

6— Cleveland 

7— Philadelphia 

8— San Francisco 

9— Washington 
1 0—Chicago 

1 1—St. Louis 
I 2—Baltimore 
13—New York 
1 4—Minneapolis 
1 5—Buffalo 
1 6—Boston 
1 7—Hartford 
I 8—Cincinnati 

19— New Orleans 

20— Pittsburgh 


26—Houston 
2 7—Albany 
28—Dayton 

2 9—Davenport 
30—Grand Rapids 

3 1 —Omaha 

32— Reading 

33— Oakland 

3 4—Charleston 

35— Erie 

36— Peoria 

3 7—Toledo 

38— Norfolk 

39— Little Rock 

40— Worcester 

4 1—Johnstown 

42— Rockford 

43— Springfield, W* 

44— Milwaukee 

45— San Antonio 

46 — Youngstown 

47 — Allentown 

48— Duluth 

49— Evansville 

50— Springfield, Ma* 


Total Coupon Book Sales 
1-Detroit 

2— Los Angeles 

3— Atlanta 

4— Dallas 

5— Kansas City 

6— Cleveland 

7— Philadelphia 

8— Buffalo 

9-Chicago 

1 0—Washington 
1 I—St. Louis 
12—San Francisco 
1 3—Boston 
I 4—New York 
1 5—Hartford 
1 6—Minneapolis 
1 7—Baltimore 
1 8—Cincinnati 

1 9-New Orleans 

20—Pittsburgh 


The following table shows the Branch 
Offices in order of their total February 
ribbon sales, coupon books included: 

1— Bangor 

2— Indianapolis 

3— Harrisburg 

4— Denver 

5— Portland, Me. 

6— Providence 

7— Richmond 

8— Akron 

9— Louisville 
1 0—Rochester 
1 1—Scranton 
1 2—Memphis 

1 3-Fresno 

! 4—Jacksonville 
I 5—Columbus 
I 6—Seattle 
! 7—St. Paul 
* 8—Birmingham 
! 9—South Bend 

20— Newark 

21— Des Moines 

22— Waterbury 

23— Bridgeport 

24— Portland, Ore. 

25— New Haven 
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TOP-NOTCHERS 


C. R. ALLEN CO., Inc., Watertown, N. Y. 


The Office Specialties Company, op¬ 
erated by Messrs. J. E. GafFaney and H. 
L. Wilson, have given in their window 
display the same prominence to the Royal 
that they have in their sales work, as evi¬ 
denced by this photograph of their head¬ 
quarters store in Fargo, North Dakota. 

These gentlemen have been phenom¬ 
enally successful with the Royal dealer¬ 
ship since casting in their lot with us a 
little more than a year ago, and they have 
certainly placed their territory on the 
Royal map in point of sales and service. 

Mr. Gaffaney’s account of the com¬ 
pany's activities is rather meager and cer¬ 
tainly very modest, but we presume he 
prefers to let their sales volume talk in¬ 
stead, which it certainly has been doing. 
The Office Specialties Company are 
among the most enterprising and ener¬ 
getic dealers we have on our list, and 
naturally their name is to be found on the 
Roll of Honor. 




Attractive Display in the Show Window of the Office Specialties Company, Fargo, N. Dak. 


When the company took up the Royal 
dealership in January, 1921, they dis¬ 
continued all other specialties and have 
since devoted their efforts entirely to the 
sale of typewriters. Their shop at present 
is the only exclusive typewriter store in 
the State of North Dakota; they operate 
through sub-dealers at Minot and Bis¬ 
marck, North Dakota, and through their 
own salesmen throughout the rest of their 
territory, practically the whole state of 
North Dakota and a large part of Min¬ 
nesota. 


We like Mr. Gaffaney’s optimistic tone 
(confirmed by volume of sales) when he 
writes that while their territory has been 
through its share of political and financial 
troubles conditions were not at any time 
as bad as painted, and that a wonderful 
change for the better has come over busi¬ 
ness out there. Based on past perform¬ 
ances, we look for great things in the 
future from the Office Specialties Com¬ 
pany, and are glad to have this oppor¬ 
tunity of acquainting Royal Standard 
readers with the work of these dealers. 


GLOVER BROTHERS, BRUNSWICK, 
GEORGIA 

Mr. T. E. Glover (right) of Glover 
Brothers, dealers at Brunswick, Georgia, 
and Mr. Louis Flowers, (left) their me¬ 
chanic, are the two gentlemen pictured 
below. They are apparently happy under 
their load of “Royals,” two of the many 
which have passed through the hands of 
these active dealers on route to local 
users. 

Messrs. Glover Brothers have handled 
the Royal in the Brunswick territory for 
many years, formerly operating under a 
branch office of the territory, and have 



Although the C. R. Allen Company 
have only handled the “Royal” for little 
more than a year in the Northern New 
York territory, they have met with phe¬ 
nomenal success to date, and their name 
appears on the Honor Roll this month 
with a photograph of Mr. C. R. Allen. 

Their headquarters at 137 Arsenal 
Street, Watertown, New York, carry a 
very large stock of typewriters and gen¬ 
eral office equipment, as will be seen from 
the interior photograph accompanying 
this article. Their window display, also 
pictured, contains a very attractive fea¬ 
ture: a Royal, trimmed down to the 
frame and working parts, posed on a mir¬ 
ror to show its mechanism from every 
angle, with, of course, a complete new 
Royal beside the exhibit. 



C. R. Allen 



Interior View of the C. R. Allen Company Headquarters 


The Allen Company have made “Serv¬ 
ice” a strong feature of their business, and 
the work of their very able mechanic, Mr. 
Charles Robb, has been of great assist¬ 


size of their shop, one of the largest and 
most completely equipped in the Northern 
part of New York State, will give an idea 
of the work done by Mr. Allen and his 



Attractive Window Display by C. R. Allen Company 


ance in the typewriter sales work of Mr. 
H. H. Coulthart, in charge of the type¬ 
writer department. 

The house began its career some three 
or four years ago in a small room back of 
a store on a side street, and the present 


assistants during the short period of the 
company’s existence. 

We look forward to a long and mu¬ 
tually profitable association with the C. R. 
Allen Company, in line with our cordial 
relations of the past year. 


done a good volume of business regularly. 
Mr. Mayo visited this “Coming City of 
the South” some time ago, and reports 
that the Glovers have literally “smeared 
the territory with a raft of Royals.” 

Their name appears often on the 
monthly Roll of Honor, another added to 
the long list of Southern dealers who have 
upset all our traditional ideas of the 
“sleepy, dreamy South.” 


Putting off the easy thing makes 
it hard. Putting off a hard thing 
makes it Impossible.—Capshaw Car- 
son. 


How happy are the pessimists I 
What joy is theirs when they have 
proved there is no joy.—Marie 
Ehner Eschenbach. 
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MARCH ROLL OF HONOR 


The Dealers' Department was enabled 
to hold its own in volume of sales during 
March through the support of two distinct 
factions: 

First and foremost, those dealers who 
contribute their share regularly, regard¬ 
less of post-war, dull-season or other con¬ 
ditions; 

Second, a number of dealers in districts 


which have been more or less dormant 
for some time past. 

This latter feature augurs well for April 
sales, and we are once more set for our 
usual high monthly standard. 

The Honor Roll for March comprises, 
in the order of their accomplishments, the 
following dealers: 



C. J. Mosher 



F. L. Kershaw 


No. 1 

C. L. EICHOLTZ 
New Oxford, Pa. 

No. 2 

C. J. MOSHER CO. 
Lincoln, Neb. 

No. 3 

W. W. PRIOR 
Trenton, N. J. 

No. 4 

WESTERN TYPE¬ 
WRITER COMPANY 
Spokane, Wash. 



N. W. Harrah 


No. 5 

HOME OFFICE SUPPLY 
COMPANY 
Welch, W. Va. 



C. R. Allen 


No. 6 

H. S. STORR CO., 
Raleigh, N. C. 

No. 7 

TULSA TYPEWRITING 
COMPANY 
Tulsa, Okla. 


No. 8 
BRISTOL 

TYPEWRITER CO. 
Bristol, Tenn. 


No. 9 

C. R. ALLEN COMPANY 
Watertown, N. Y. 



Robt. A. Rehm 


No. 10 

ALBUQUERQUE TYPE¬ 
WRITER EXCHANGE 
Albuquerque, N. M. 


AN OPEN LETTER 


To Royal Dealers: 

A number of dealers are selling 
Royal ribbons and supplies exclu¬ 
sively, greatly to the advantage of 
their customers in that Royal prod¬ 
ucts are all manufactured up to the 
high standard of the typewriter it¬ 
self in quality, and also to the in¬ 
terest of the dealer himself in the 
way of additional advertising by 
means of the Royal trade-mark on 
all supplies, aside from the pecuniary 
profit. 

Only with the use of Royal rib¬ 


bons and carbon can the excellence 
of work of the Royal Typewriter be 
properly demonstrated, and to those 
dealers who have not taken advan¬ 
tage of the benefit to their sales ar¬ 
guments which may be thus derived 
we urge the importance of placing 
with us a trial supply order. 

Get the rest of your offerings in 
line with the quality of the Royal 
Typewriter, and make certain of in¬ 
creased results. 

N. B. Mayo, 

Assistant Sales Manager. 


GEORGE WASHINGTON AND THE ROYAL 


Here is a show window that was right 
up to the minute when it appeared during 
the week of Washington’s Birthday. The 
Typorium, Mr. W. D. Banghart, Propri¬ 
etor, of West Palm Beach, Florida, dis¬ 
played the Royal in this striking setting, 
which attracted considerable attention 


and favorable comment at the height of 
the season in that busy winter resort. 

A newspaper ad was run during the 
week, headed: 

“A Royal, By George!” 
all of which strikes us as a particularly 
novel method of interesting the public. 



g t AN D A R D 


W 'Afl« spending several weeks with Mr. 
H. G. Bancroft, our dealer at York, Penn 



Frank Haberle 

sylvania, his efforts attracted the favor¬ 
able notice of Mr. Bancroft with the result 
that they have formed a connection 
whereby Mr. Haberle will handle a por¬ 
tion of the York territory for our dealer, 


FRANK HABERLE 

with headquarters at Lancaster. This ar¬ 
rangement keeps Mr. Haberle in the 
Royal fold, and we feel certain it w ij| 
prove to the mutual advantage of the 
gentlemen themselves. 

Before leaving for his new territory Mr. 
Haberle spent two days at the Royal Fac¬ 
tory, and his visit made a very deep i m _ 
pression. He says: 

“I am very grateful for my experience 
at the Factory, and with the co-operation 
of the organization there my confidence 
in the Royal Typewriter Company is one 
hundred per cent. plus. You can cer¬ 
tainly bank on me to spread the Royal 
news and the Royal Typewriter wherever 
I may be. 

“It has been my privilege to inspect a 
number of manufacturing plants in this 
country and abroad, and nowhere else 
have I found the high degree of efficient 
and smooth operation that obtains at the 
Royal Factory. It is no longer a matter 
of wonder to me that you are able to 
turn out a machine so nearly perfect as 
the Royal.” 

Our best wishes go to Mr. Haberle 
for success in his new undertaking. 


F. L. KERSHAW, SPOKANE, WASH. 


Mr. F. L. Kershaw, of Spokane, Wash¬ 
ington, is one of our long-tried and true 
dealers who can boast of having sold 
Royals beginning with the old Number 
One Model, and growing more enthu¬ 
siastic and successful with each new 
model. 

Mr. Kershaw, as Manager of the West¬ 
ern Typewriter Company, has made a 
record that tells us his story of hard 
work, perseverance and appreciation of 
our product, particularly of the new 
Quiet-Running, Light-Running Royal. 
This model made an instantaneous hit 
with Mr. Kershaw, with the result that he 
has naturally transmitted his own enthu¬ 
siasm to typewriter users in Spokane to the 
tune of many sales since the Special 
Model was introduced. 

Let Mr. Kershaw tell his own tale to 
those of our readers who are not so inti¬ 
mately acquainted with his Royal activi¬ 
ties: 

“The writer first commenced to sell the 
Royal Typewriter when the serial num¬ 
bers were down as low as 27,000, and has 
continually represented the Royal in 
Spokane ever since that time. The Royal 
Typewriter has always been a satisfactory 
typewriter to sell because it stayed sold, 
and because ‘Every Royal sold helped to 
sell another.’ This remains true at the 
present time more than ever. 

“I consider the present Quiet Model so 
far in the lead of any other typewriter 


that we fully expect it to become the 
leading typewriter in Spokane. We be¬ 
lieve in selling the Royal by comparison, 
and when we do, we know that com¬ 
petitors have not a foot to stand on. 

“In this city we are meeting with 



F. L. Kershaw 


greater success than ever before, placing 
Royals where previously we were unable 
to get a foothold because we are now able 
to offer the wonderful Quiet Model. We 
now have users here who are at the top 
of their respective lines, such as the best 
schools and the largest banks, and are 
looking forward to a good Royal business 
lhis year.” 


The advertisement went on to say that: 
“George Washington never told a lie, and 
he would agree that the Royal is the best 
typewriter. See him in our window, or 
phone for a free trial and demonstra¬ 
tion.” 

Mr. Banghart - s descriptions of some of 
his other window displays, which he 
changes regularly, are quite as interest¬ 
ing. In one instance, during a festival 
week in the city, public attention was 
drawn by a floor lamp, lighted with a 
hundred watt bulb, the frame made of 
cocoanut branches and the shade of pal¬ 
metto leaves. The Seminole Sun Dance 


colors of red, yellow and black, were 
used in large squares of crepe paper on 
the floor of the show space, with a Royal 
posed on each yellow square to show it 
off. Festoons of silk ribbon in the same 
colors completed the attractive picture. 

The show window offers endless op¬ 
portunities for displaying the Royal in 
various striking ways, and Mr. Banghart 
has taken full advantage of these oppor¬ 
tunities. We are certain his ideas will 
offer suggestions to many of our readers 
and hope to be able to publish more pho¬ 
tographs of his up-to-date shop from time 
to time. 
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THE ROYAL STANDARD 


“NO IDLE ROYALS” 


Clean House and Make Our Rental 
Slogan Come True—DO NOT Give 
Away Profits 


Machines on shelves produce no rev¬ 
enue. Rent them. Push your Elite type 
machines. Turn idle stock into profit- 
makers. Springtime is house-cleaning 
time. Put all old stock in condition for 
rental and draw the money returns. 
Keep our rental proposition before 
schools and your users. Don’t let a 
Royal user rent any machine but a Royal. 
Have your employment manager “sell’’ 
Royal rentals, as well as the new Royals, 
to the operators she places in positions. 
That effort will be returned with interest. 
Keep rental machines active. Bill prompt¬ 
ly and “pick up” promptly. Don’t give 
away profit by permitting rentals to re¬ 
main out for a longer period than for 
which payment has been made. Make 
our Rental Slogan come true for your 
office. 

The quota winners for March were: 

I 0—Milwaukee 
1 1—Worcester 
1 2—Springfield, 111. 

1 3—Hartford 


1— New York City 

2— Boston 

3— Kansas City 

4— Detroit 

5— Cleveland 

6— Dallas 

7— Washington 

8— Louisville 

9— Los Angeles 


I 4—South Bend 
1 5—Akron 
16—San Antonio 

1 7-Memphis 

1 8—Duluth 


For March, Kansas City crowded De¬ 
troit into sixth place; Cleveland came up 
from tenth to eighth, Dallas from fif¬ 
teenth to eleventh; Washington gained 
two places and Louisville three; Los An¬ 
geles came up from 21st place in Feb¬ 
ruary to sixteenth, going ahead of San 
Francisco. Oakland moved up one place; 
Milwaukee, four, and Worcester ten 
places. Other offices showing gains in 
position were: Springfield, Ill.; Harris¬ 
burg; Bangor; Hartford; Rochester 
Davenport; South Bend; Denver; Akron 
San Antonio; Memphis; Portland, Ore. 
Richmond; Birmingham; Little Rock 
Springfield, Mass.; Providence; Duluth 
Charleston and Rockford. 


The standing of the offices, both Dis¬ 
trict Branches and Branch Offices, in the 
order of the number of rentals out at the 
close of March, was as follows: 


1—New York City 

3 6—Davenport 

2—Chicago 

3 7-Toledo 

3—Boston 

38—South Bend 

4—St. Louis 

39—New Orleans 

5—Kansas City 

40—Denver 

6—Detroit 

4 1—Akron 

7—Philadelphia 

42-Grand Rapids 

8—Cleveland 

43—St. Paul 

9—Minneapolis 

44—San Antonio 

1 0—Baltimore 

45-Memphis 

I 1—Dallas 

46—Portland, Ore. 

1 2—Washington 

47—Newark 

1 3—Dayton 

48—Scranton 

1 4—Pittsburgh 

49—Albany 

1 5—Louisville 

50—Norfolk 

1 6—Los Angeles 

5 1—Richmond 

1 7—San Francisco 

52—Birmingham 

1 8—Des Moines 

53—Little Rock 

1 9—Cincinnati 

54—Erie 

20—Buffalo 

55—Bridgeport 

21—Oakland 

56—Jacksonville 

22—Milwaukee 

5 7-Springfield, Mass. 

23—Worcester 

58—Providence 

24—Houston 

59—Portland, Me. 

25—Columbus 

60—Evansville 

26—Omaha 

61—New Haven 

2 7—Springfield, Ill. 

62—Duluth 

28—F resno 

63—Charleston 

29—Seattle 

64—Youngstown 

30—Harrisburg 

6 5—Johnstown 

3 1—Indianapolis 

66-Allentown 

32—Bangor 

6 7-Waterbu-y 

33—Hartford 

68—Rockford 

34—Atlanta 

69—Reading 

3 5—Rochester 

70—Peoria 


This advertisement to appear in 

the following magazines: 

Schedule 

Issue 

Appearance 

Date 

Saturday Evening Post 

May 1 3 

May 11 

Outlook. 

May 31 

May 29 

Literary Digest - 

May 2 7 

May 26 

Hearst’s - 

June issue 

May 20 

Nation’s Business - 

June issue 

May 25 


The 

Name is Fitting 

T HE new Royal has all the refinements that 
would be expected of an aristocrat of type¬ 
writers. Its title has been earned, not inherited. 
It is self-made. Though mute, its actions are 
unmistakably those of a thoroughbred. It can’t 
help being somewhat exclusive, for masterly 
craftsmanship has given it true distinction. 

There’s a poise and dignity in the outward 
appearance of the new Royal that bespeaks a 
fine character within. The cleanness and uni¬ 
formity of its typing unconsciously suggests 
good taste, discrimination. Its marked quietness 
makes it a good companion for concentration. 
It has a respect for the feelings of others. 

The Light-Running, Quiet-Running Royal com¬ 
bines the strength and durability of a fine 
machine with the responsiveness and accuracy 
of an instrument—the achievement that makes 
its name so fitting. 

Our fifty-six page book, "The Evolution of the Typewriter”, 
beautifully illustrated in color, will be mailed free on request. 

Address Department S. 

ROYAL TYPEWRITER COMPANY, INC. 

364-366 Broadway, New York 
Branches and Agencies the IVorld Over 
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SERVICE DEPARTMENT CONTEST 
FOR FEBRUARY 



Branches in Division No. 1 


Washington Back in the Lead 


The Washington Office came back to 
first place for the month of February, in 
the Service Department Contest, having 
held this position in December, 1921, and 
dropping to third place for January. This 
branch is to be complimented on its good 
work under the guiding hand of Mr. E. 
Northrup, foreman. 

Atlanta came up from fifteenth place 
in January to second in February. 

Chicago came in third. 

Mr. T. Pittard, foreman of the Atlanta 
Office, and Mr. A. Tomek, foreman of 
Chicago, are to be congratulated. 

Below is a list showing the standing of 
!he various offices: 


1— Washington** 

2— Atlanta* 

3— Chicago** 

4— Boston** 

5— Kansas City** 

6-Pittsburgh** 

7— Detroit* 

8— Cleveland** 

9— Buffalo* 

10—Hartford** 


I I—Philadelphia* 

I 2—St. Louis* 

1 3—Cincinnati** 

I 4—New Orleans 
I 5—Baltimore* 

16—San Francisco 
1 7—Minneapolis* 

18— Dallas 

19— New York 

20— Los Angeles 


STANDING OF BRANCHES IN 
DIVISION No. 2 


Harrisburg Again in First Place for 
February 


The Harrisburg Office is again the lead¬ 
er for February. This branch held first 
position in December, 1921, and not 
being content with second position for 
January, made its way back. All praise 
is due Mr. R. Beckley, foreman, in hold¬ 
ing his branch in the lead. 

Providence came up from thirty-eighth 
position in January to second for Feb¬ 
ruary. 

Dayton came in third. 

Mr. J. McPherson, foreman of the 
Providence Office, and the Dayton Office 
are to be congratulated. 

Below is a list showing the standing of 
the various offices: 


1 —Harrisburg** 

2— Providence* 

3— Dayton* 

4-Omaha** 

5— Oakland** 

6— Louisville** 

7— Fresno* 

8— Johnstown* 

9— Columbus** 

I 0—Akron* 

1 1—Birmingham** 

I 2—Saginaw** 

I 3-Seattle 

I 4—Bridgeport 
1 5—Memphis 

16-Springfield, Ill.* 

I 7—Scranton 
I 8—Des Moines 
I 9—Waterbury 

20— Newark 

21— Norfolk 

22— Worcester 

23— Denver 

24— St. Paul 

25-South Bend 

26—Portland, Ore. 


27— Erie* 

28— Toledo 

29— Richmond* 

30— Kalamazoo 
3 I—Indianapolis 
3 2—Rochester 

33-Grand Rapids 

34—New Haven 
3 5—Charleston* 

3 6—Houston 

3 7—Youngstown 

38— Peoria 

39— Allentown 

40-Springfield, Mass. 

41— Little Rock 

42— Albany 

43— Jacksonville 

44— Bangor 

4 5—Milwaukee 
46—Reading 

4 7-Portland, Me. 

48—San Antonio 

4 9—Rockford 

5 0—Davenport 
51—Duluth 

5 2—Evansville 


To Increase Nets—Increase Earnings.’ 









































































—BRAINERD 
Hartford. Conn. 


W. C. LAV AT 
Assistant Sales 
ager in charge 
leading division 


1—WELLMAN 
Louisville. Ky. 


3—C ASHMAN 
Washington, D. C. 


3—FERRIS 

Akron, O. 


1—HINCK 

Jacksonville. Fla. 


Buffalo. N. Y. 


—SALBACH 
Oakland. CaL 


2—SMITH 
Los Angeles, Cal. 


>—SMITH 
Worcester. Mass. 


r>—MULLIGAN 
Grand Rapids. Mi<-h 


4»—COFFIN 
Toledo, O. 


Bridgeport. Conn. 


5—MANN 

Atlanta. Ga. 


4—STEVENSON 
Snrino'firld. 111. 


—TEETERS 
Columbus, O. 


7—HERWITZ 
Providence. R. I. 


7—RALLS 
St. Louis. Mo. 


6—BOULWARE 
Kansas Citv. Mo. 


g—GILMORE 
Dayton, O. 


9— ALKIRE 
Chicago. III. 


9—COFFIN 
Harrisburg, Pa. 


S—AYRES 
Portland. Me. 


9—WHITE 
Omaha. Neb. 


8_LARSEN 

San Francisco. Cal. 


10—LAWLESS 
Davenport. la. 


11—HANCOCK 
Cleveland. O. 


! 1—STANGF.R 
Minneapolis. Minn. 


10—COQUILLE 
New Orleans, L: 


11—COCHRANE 
Boston. Mass. 


10—DUNN 

Philadelphia. Pa. 


12—WILSON 
South Bend. lud. 


13—MILLER 
Pittsburgh, Pa. 


12—McADAMS 
Birmingham. Ala. 


13—CLOPTON 
Newark. N. J. 


14—KINNAMON 
Cincinnati. O. 


15—TEER 
Indianapolis. Ind. 


15—KENNEDY 

Dallas. Texas 


14—RUSS 
Portland. Oir. 


15_JANSWICK 

New Haven. Conn. 


IB—NORTON 
Peoria, Ill. 


17—WOLFE 
Youngstown, O. 


16—RIDDLE 

Mumplii>. I run 


17—DAVIDSON 
Houstou. Texas 


17—DODGE 
Baltimore. Md. 


16—SHELDON 
Albany, X. Y. 


—BECKNELL 
Deuver. Colo. 


18—CRUMP 
Rockford. 111. 


19—MILLS 
Des Moines. la. 


19—FULLER 

Detroit, Mich. 


19—ALEXANDER 
Rochester. N. Y. 


18—DAVIE 
Waterbury. Conn. 


21 —ELSTON 

Evansville, Ind. 


20—COLWELL 
Seattle. Wash 


20—WARD 
Charleston, W. Va. 


21—LARSEN 
Reading. Pa. 


■O—WEAVER 
Allentown. Pa. 


J. 

San Antonio, Tex. 


-HUMPHREYS 
Johnstown, Pa 


.LAND 
Little Rock, Ark. 


!3—MAURER 
Scranton, Pa. 


Norfolk. V 


2 1 LINES 
Milwaukee. Wi< 


-4—WILLIAMS 
Duluth. Minn. 
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